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Block by block, neighborhood by neighborhood, we will
make our communities more energy efficient and help
families save money. At the same time, we’ll create
thousands of jobs and strengthen our economy.”

—Dr. Steven Chu, Secretary, U.S. Department of Energy
2010
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Better Buildings Neighborhood Grants E:Igﬁﬁgfngs

NEIGHBORHOOD PROGRAM
S. DEPARTMENT OF ENERG

e Leverage S508M in ARRA and FY10 funding to spur
nationwide energy efficiency program innovation

e Target urban, suburban, and rural environments
e Capitalize on economies of scale

e Encourage industry partnerships and investment
e Emphasize sustainability beyond the grant

e Learn what is effective and replicable

The Better Buildings Neighborhood Program is using federal

support to promote program innovation and market investment




BBNP Grant Recipient Program Locations BOBeidings

NEIGHBORHOOD PROGRAM
U.S. DEPARTMENT OF ENERGY
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® City/County Level Grant
A Statewide Grant
W States With Grant Activity

41 grants: $1.4M - S40M each ~
Timing: mid-2010 through late 2013 betterbuildings.energy.gov/neighborhoods



What We Will Accomplish E:Igﬁfltgfngs

NEIGHBORHOOD PROGRAM
U.S. DEPARTMENT OF ENERGY

Grant Recipient Goals by Late 2013

e Retrofit >100,000 buildings (residential and commercial)

 Engage 10,000 to 30,000 contractors in work on energy efficiency upgrades

e Save consumers approximately $65 million annually on energy bills

e Use the $508 million grants to leverage $1 to $3 billion in additional resources

Goals to Leverage Grants for the Market

I/
\

e Achieve 15-30% energy savings from energy efficiency upgrades
 Reduce the cost of building upgrade program delivery by 20% or more
e Develop sustainable energy efficiency improvement programs

s
-

A self-sustaining market for building energy efficiency retrofits that results in
economic, environmental, and energy benefits across the United States

-
-
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Data through June 30, 2012 (1 of 3) BBoiaings

NEIGHBORHOOD PROGRAM
U.S. DEPARTMENT OF ENERGY

Building Audits & Upgrades Reported Since Program Launch
125,000 -

Audits
~105’OOO residential buildings .........................................

100,000 1 ~3,500 commercial buildings

U pgrades ........................................

75,000 _: 26’579 residential bu||d|ngs ........................................

1,274 commercial buildings . A
(22 millionsq ft) LA

50,000 -

25,000 -

201004 2011Q1 2011Q2 2011Q3 201104 201201 2012Q2

== Sum of Total Audits Completed to Date
= 3um of Total Completed Buildings Retrofit to Dt

Total Estimated Total Estimated Source Total Estimated Site
kWh Savings MMBTU Saved MMBTU Saved

79,560,662 1,859,349 1,126,706

= CO, from
10,750 cars
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Grantee Summary Data through June 30, 2012 H:IBetter

. Buildings
for Selection of 11 Programs (2 of 3) phe
“Top 10” (11) Most Productive BBNP Grantee Programs:
Austin, TX Eagle Co., CO Michigan Portland, OR
Boulder Co., CO Los Angeles Co., CA New York Southeast EE Alliance
Cincinnati, OH Maine Philadelphia, PA
No. of Average Residential Estimated Estimated
Residential Inviice d Cost Total Source Total Energy Cost
Upgrades MMBTU Saved Savings (9S)
Total? >22,500 $8,281 >1.36 million >$17.99 million
NYSERDA with >5,000 9,394 ~$7,984 319,954 $6,781,103
upgrades?

Six grantees with 1,000 _ o Average: Average:
— 5,000 upgrades? 1,332 2,054 22,195 - 515,229 153,811 $1,584,323
Four grantees with o o _ Average: Average:
500 — 1,000 upgrades? 487 =954 P22 S B 29,690 $426,657

1 Sub-total or average of the 11 grantees considered in this table, which have the highest number of upgrades across BBNP.
2 Sum of residential and commercial upgrades.

3 Residential data includes residential single-family homes and residential multi-family units.

NOTE: All data is draft as of reports uploaded on September 8, 2012 and is subject to change. It is known that one grantee in
the 1,000 — 5,000 range has underreported upgrades by at least 1,850 at this time due to technical issues.




NEIGHBORHOOD PROGRAM
S. DEPARTMENT OF

Data through June 30, 2012 (3 of 3) H:.Eﬁ?.‘ﬁfngs

Workers
e >1,200 building contractors performing energy upgrade work
e >2,700 trained (optional data field)

Paying for Upgrades

e ~S5208 million in total energy upgrade sales
*$7,880 average invoiced cost (residential)
59,800 average loan amount (residential)

e >5 400 total loans provided (some missing data)

Leveraged Funds
$340,955,615

11/5/2012 9



Other Highlights

41 Programs
Launched in
More than 70
Localities to
Test Innovative
Models

Shared lessons
and challenges in
42 webinars &
54 peer exchange
calls

H:I Buildings
NEIGHBORHOOD PROGRAMg
U.S. DEPARTMENT OF ENERGY

Published 11

DOE and 20+

Grantee case
studies

Some programs
are seeing 40-
80% of leads
come from
contractors

Learned and
Shared at 6
Workshops
(7th at ACI)

Created More
Than 35 Videos

11/5/2012 10
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S. DEPARTMENT OF ENERG

EMERGING LESSONS

11/5/2012 11



Testing Innovative Approaches H:Bﬁffgfngs

E GHBORHOOD F‘ROGR M

=1
25
52 53 Energy
Communitywide = £ 53 £ v Fast
competition 5 3 532 advisors financing
Loans that stay with the property EE Carrotmobs ﬂppl’ﬂ?ﬂl
communltv i E Bundling projects for contractor bidding
workforce :: Neighborhood sweeps
agreement E Energy data dashboards
= Cash for carbon

Driving Data and Workforce

Demand Evaluation Development

| Evaluatio Models Being
Tested

12
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What Do We Call “Lessons Learned”?  BhBeildings

OOOOOOOOOOOOOOOOOOO
S. DEPARTMENT OF

Better Buildings Neighborhood
Evidence Progression

‘ Mature, fully supported,
multi-source quantitative

evidence
Qualitative data & multi- ° Best Pra Ctice

source anecdotal evidence

® Lesson
‘ Learned
Anecdotal evidence
® Promising
Approach

. New, relatively
untested

® |nnovation

13
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Getting to Best Practices: Tracking & Analysis HjBﬁilgfngs

NEIGHBORHOOD PROGRAM
U.S. DEPARTMENT OF ENERGY

* What tools/approaches were most effective for creating consumer demand?

= Marketing / outreach (e.g., messaging, communications tactics, delivery venues,
messenger [community organizations, real estate, retailers, etc])?

= Financial products / incentives?
= Program delivery models?
e What approaches were most effective for generating energy savings?
= Contractor qualifications?
= Audit-driven vs. pre-packaged measures?
= Types of measures (e.g., HVAC, air sealing, lighting, ducts, water heating, etc.)?

e What approaches were the most effective for

driving down costs of delivery?
= Bulk purchasing?
= Bundling jobs?
= Contractor experience?
= Energy advisors?
= QOther?

14



Getting to Best Practices: Data Collection

i,
H:I Better
Buildings

NEIGHBORHOOD PROGRAM
U.S. DEPARTMENT OF ENERGY

e Program Data

Marketing & outreach — marketing plan; messaging; results of outreach mechanisms
Financing — credit enhancements, loan type / repayment, capital source, underwriting criteria

Costs — total outlays and obligations by subgrantees, disaggregated program costs (overhead,
marketing & outreach, labor & installation)

Market transformation — number of active contractors performing upgrades
Job impacts — total job hours worked under ARRA and leveraged funds

e Building Audit / Upgrade Data

Completed audits by building sector and by audit type

Building location, characteristics

Total invoiced cost, rebates, other incentives

Installed measures

Predicted and actual energy savings (energy consumption / utility bills)

e Financing Information

Origination data — loan terms and underwriting criteria
Performance data — payment history, charge-offs, early / prepayment
Loan applications rejected

11/5/2012 15



Better

BBNP Commitment to Learning & Sharing HjBuildings

NEIGHBORHOOD PROGRAM
U.S. DEPARTMENT OF ENERGY

1 Planning

Clarify What We
Need to Know

2What We Know Now 3 Data Collection

e Quantitative (reporting)

i Website e Qualitative (account

M Case Studies management, peer
exchange calls, Google

M Program Site forum, workshops)

Guides & Templates

Analysis &
Evaluation

Review & Revise What
We Know

e Quantitative
e Qualitative
e Formal Evaluations

16
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NEIGHBORHOOD PROGRAM
U.S. DEPARTMENT OF ENERGY

Major Program Components

How Well Do You
Who Are You? What Do You Do? Do It?

Institutional Program
Design and Design and
Business Customer
Model Experience

Data and
Impact
Evaluation

Workforce
and
Contractor
Relationships

Financing
and
Incentives

Driving
Demand

11/5/2012 17



Lessons: Institutional Design and Business Model

1. Set geographic boundaries large enough for your customer & contractor base

Be flexible and embrace change—an entrepreneurial approach is part of the job
description

Avoid bureaucracy whenever possible
Engage all stakeholders and develop true partnerships

.
RLEETTER
o Lol T

. . - Better Buildings
Likely Post-Grant Business Model Types  Bhgiilshes Neighborhood Program

NGO seeking revenue - -
streams (existing or new) BUSlness MOdEIS GUlde
NGO with ratepayer funds
Utility adoption / absorption

Recipient of BENP Government as EE utility
Seed Funding ) (publicfunds + ratepayer funds)

Loan fund / CDFI
Public funds

Contractor-driven
marketplace

11/5/2012 18



Workforce.

i and
‘Contractor
Relationships

3.

4.

Keep the program simple for the customer

Make sure you are offering something valuable for your contractors that is
worth the time and hassle of being a partner in your program

Contractors value leads at $100-5300 on average

Develop process flowcharts that show the necessary steps for each partner:

Customer

Contractor

Financial partner

In-house program staff

Call center / support center

Be willing to invest in success up front, then scale back for sustainability

Get attention from customers
Kick-start the market for contractors
Develop early wins to elicit buy-in from stakeholders

11/5/2012 19



Lessons: Marketing and Driving Demand

Identify discrete target audiences; adapt your tactics & messages to their needs
Offer what people want and value (not necessarily EE)

Make it easy for homeowners to understand how to participate

Contractors are your sales team—empower them & give them something to sell
Leverage “early adopters” and engage trusted messengers to market the program
Work with your customers’ existing trusted partners for more effective marketing
Word of mouth is powerful, so give people something to talk about

Use competitions, time limited offers, and other deadlines to motivate action

© 08 N Uk WNRE

Use language that resonates with your target audience

10.Make benefits visible by showcasing completed projects and actual results
11.Follow through with customers—one touch is not enough

12.Door-to-door marketing works better to advertise events than to “make a sale”
13.Follow up quickly on leads to take advantage of the “opportunity window”
14.Track and evaluate what works (and doesn’t), and adapt your marketing approach

11/5/2012 20



Lessons: Financing and Incentives

Focus financing offers on specific gaps and opportunities in the market
Target financial incentives at desired behaviors and program priorities
Simplify the process and criteria to help customers qualify for loans quickly
Work directly with potential partners; make a clear & specific business case
Leverage financial sector marketing channels and opportunities

Involve contractors in design to make them champions of financing options
Speak like your customer—Ilow payments, low interest rates, more lattes
Adapt and refine based on feedback from financial partners and others

L 00 NO ULk WDNRE

Relationships among partners are vital to success; interact regularly
10. Design your financing program now in light of long-term goals
11. Provide financing and working capital for contractors, not just customers

11/5/2012 21



Lessons: Workforce & Contractor Relationships

Tap existing resources to identify qualified contractors and recruit & train

Help your contractors drive sales; they can be your most effective sales force
Start with enough trained contractors to launch, then decide on training

Help smaller, local contractors enter the market by lowering the cost of entry
Support in-field learning and mentoring for newly trained (/ all) workers

Don’t be afraid to differentiate contractors based on certification or skills

Create value for contractors through leads & coordination so they give you value
If you establish a high road agreement, help contractors comply w/requirements

O O N U A WNPE

Listen to your contractors to evaluate and adapt your program

10. Ensure program integrity through QA and ongoing feedback from homeowners
11. Have clear rules and systems for rewarding contractors and remedying problems
12. Help contractors educate customers on effectively using equipment post-upgrade

11/5/2012 22



Lessons: Using Data to Support
Program Administration

Identify info needs early and establish a data collection & evaluation plan
Approach utilities and other potential data partners early in the program
Choose a system to collect & sort information across partners and activities

Use systems to streamline the program process for homeowners & contractors
Develop a program “dashboard” of your most important metrics & track them
Recognize that data has considerable value—and requires resources

Provide adequate time and resources to ensure quality data

Ask & listen to customers and contractors to evaluate your program

L W N AR WwN R

Set realistic expectations about program milestones
10. Ensure data collection supports your ability to perform cost-effectiveness tests

11/5/2012 23
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WHERE WE ARE HEADED
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BBNP Commitment to Learning & Sharing BOBidings

NEIGHBORHOOD PROGRAM
U.S. DEPARTMENT OF ENERGY

1 Planning

Clarify What We
Need to Know

Decision Tool
Step-by-step guidance
Options
Examples

Tools

Templates

Promising approaches,
lessons learned, best
practices

2What We Know Now
M Website
M Case Studies

M Program
Guides & Templates

Review & Revise What

3 Data Collection

e Quantitative (reporting)

e Qualitative (account
management, peer
exchange calls, Google
Site forum, workshops)

Analysis &
Evaluation

We Know

e Quantitative
e Qualitative
e Formal Evaluations

25
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Repository for Lessons Learned H:.Eﬁ?.‘ﬁ'-’ngs

OOOOOOOOOOOOOOOOOOO
S. DEPARTMENT OF ENERG

III

“Decision Tool” Purpose and Scope:

= Share comprehensive lessons for residential energy
efficiency programs based on learning from rapid
expansion and experimentation in the field

= Provide an easily-accessed, robust location for key
resources and knowledge

= Help program administrators plan, implement, manage,
and evaluate residential energy efficiency programs as
effectively as possible

Aiming for first release at ACl 2013

11/5/2012 26
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Decision Tool Audiences H:.Eﬁ?fﬁ{ngs

NEIGHBORHOOD PROGRAM
U.S. DEPARTMENT OF ENERGY

1° Program Administrators and Implementers

— utilities, energy service providers, state energy offices, municipal
governments, NGOs

2° Program and Service-Delivery Partners

— contractors, financial institutions, marketing firms

3° Program Evaluators

FIRAE AR

11/5/2012 27



Step-by-step Guidance

Step #1: Set Goals and Objectives
Step #2: Create an Evaluation Plan
Step #3: Conduct Audience Research

Step #4:

Identify Target Audience and Behavior Change

Step #5: Create Effective Messages
Step #6: Build Partnerships
Step #7: Develop a Marketing Plan

Step #8:

Implement Your Marketing Plan

Step #9: Assess Your Progress

Options

COutcema 1

ﬁBetter

Buildings

NEIGHBORHOOD PROGRAM
U.S. DEPARTMENT OF ENERGY

Oulcome 4

Charlottesville, VA

Outcome 7

[ -pecision O - Uncortainty (extermal event)

Promising Approaches, Lessons,

and Best Practices

Use professional, compelling messaging

Using behavioral research
Avoiding “audit” and “retrofit”
Tapping into social norms
Attention-grabbing messages

Callfornia - Statewlkde Campalg

Templates

Examples

BoulderCounty, €6

00 T
% KTES
@

WE MAKE YOUR HOME
ENERGY FRUGAL.

Decision Tool

Resources

Tools and Guides

EBET\‘ER
BUILDGNGS .,

Better Buidings
Neighborhood Program

Business Models Guide

Jure 107012

Driving Demand

for Home Energy Improvements:

Motivating residential customers to invest in

Case Studies

-‘nll TTER
Ml bies

11/5/2012 28



Who Ave You? What Do You Do? e Organized Along Major Decision
ISsti_tutionzl DPr(_)gramd Data and Fra mework Components
s - culuaion Each component is broken down

into consistent strategy-planning-
implementation & evaluation
phases

Workforce

Driving Finan:j:ing and
Demand | anf Contractor
NCENTVES Relationships

* A. Assess the Market

» B. Set Goals and Objectives
* C. Identify Partners

* D. Make Design Decisions

 E. Develop Implementation Plans
 F. Develop Process and Impact Evaluation Plans

» G. Develop Resources
 H. Deliver Program
LuelEINERIES « | Evaluate and Improve Processes

ation and .
Evaluation DX Evaluate and Communicate Program Impacts




Path Forward for Populating the Framework & EBetter

" Buildings
Building the Tool R D

July — Dec. 2012:

User Needs and Design

Options May — Dec. 2013:

» Solicit user needs for decision tool
« Scope tool features & software Tool Release

options * Publicize widely
» Contract tool creator * Review, refine, ID gaps
» Continue gathering resources » Continue adding resources

Jan. — April 2013:

Tool Development
* Build & populate decision tool

11/5/2012 30
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Learn More Botldings

NEIGHBORHOOD PROGRAM
U.S. DEPARTMENT OF ENERGY

www.betterbuildings.energy.gov/neighborhoods

Better Buildings Neighborhood Program

Resources: Better Buildings Neighborhood Program I c-ccH

Search Help

HOME ABOUT BETTER BUILDINGS PARTNERS INNOVATIONS RUN A PROGRAM TOOLS & RESOURCES NEWS

.
- Ca S e St u d I e S EERE » Building Technologies Program » Better Buildings Neighborhood Program S Frintable Version [0 Share

P - The Better Buildings MNeighborhood F'rugram is helping over 40 competitively selected New Materials and Resources
Le SSO n S Lea rn e d Better state and local governments develop sustainable programs to upgrade the energy
efficiency of more than 100,000 buildings. These leading communities are using

- - October 2012
BUlldlngS innovation and investment in energy efficiency to expand the building improvement Read the Residential Retrofit Brogram
. - industry, test program delivery business models, and create jobs. Design Guide

: . . _ Explore the new case studies directory
Quick Links EElE pasimnaitic ol o Read the September issue of The Betfer

Access Tools and Resources Buildings Neighborhiood View 5

W b t Government/Program »
- e Ca S S Professionals Get Started
Catch Up on the Conference!

Better Buildings Partners [/ Run a Program
Residential Energy Efficiency

Read About Better Buildings
Home/Building Owners [/ Learn About Energy Upgrades Solutions: From Innovation to Market
Transformation

The Better Buildings MNeighborhood
Program would like to thank the nearly

— Conferences and
Workshops [PPPTN ... ... i

Have Upgraded Their

Buildings 400 participants and presenters for a
V' d successful, informative conference.
I e O S at's new with the Better Buildings Neighborhood Program?
Learn more/view conference presentations

Promising Approaches Program partners are testing innovative ways

—_— TO O I S/Ca I C u I a to rS of delivering energy efficiency upgrades:

In-home energy showcases £

give residents a better Ly g

o R u n A P ro ra m ” understanding of how Communitywide 55 EEE Energy past
g energy efficiency upgrades competition 5 & $35 advIsors financing
] could enhance their own Loass St staywh B prperty 3 ¢ Corrotmobs approval

home by allowing them to Community £ : rating contractor performance

experience an upgraded workforce £2 Nelghborhood sweeps
home firsthand. adareement & eneray data dashboards

Get Inspired!
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Case Studies

EBetter

Buildings
NEIGHBORHOOD PROGRAMg
U.S. DEPARTMENT OF ENERGY

1 Better
H:IBul_l_dipgs

Local Wins

Spotlight on Rutland County, Vermont:
How Local Ties Lead to

Key Takeaways

Neighbors Excel in Spreading the Value of Energy

Effici In Rutland, Vermont
 Understand whe s trusted “vermant
MOst in your
before determining the best s, o sthort Ak s hwens s Bt ey 200 beerss

vosce for your program

» Leverage within
YOU COMMMUnItY and a0mss

U i i s screb
Wi its DXDE Btter Brabcbrgs hrwfing. NAWVT cxeated the “Fome Efficiency Assitance
Toarm” or th ILEAT. Scuud, which works with ocal crganiraticns across the 26 owss
athore, et cutreach, aied perscaikied bome vists
10 chrveiop publc itcest s snaryTy sfScuncy. Toam mambers are avadlibls thisugh &

the state to identify resources

vahsation. Aftes comgieling T evalsation, ST mermbess ofler [0 Mo in peson 150 &

and spread the word widely it tatbe” e comdhactos

 Adjust toctics quickty et S GEEOns IS & ekghinr 10 nesghteor appeasch that taps isto the strsgthe
in response 10 stakehoidie
fesdback Leverage Existing Relationships and Strong

Community Ties to Deliver Real Benefits

for ey years

fficsancy iy, | Tickemcy Wertront, 1o 83 Eremrmurstios. NAWYE progta lnaders

VT g wiong

v
eIy i g Bl T SISl T s prience Trabing It
gt i The compnrely CiuAd e & Sraliart msse 1ot Pt S Ticttcn

Asa s o

0 g

Finding the Right Messenger Builds Trust and

Buy-In

vt

Rutland County,
Vermont: How
Local Ties Lead to
Local Wins

Service Delivery

Spotlight on Austin, Texas:
Best Offer Ever Produces
Upgrades in Record Time

r——

e b

o B i i

Austin, Texas:

Best Offer Ever
Produces Upgrades
in Record Time

= Use valuable, shart-lerm
promotion 1 Wmp-start
program intarast

» Build on exsting energy
efficiency efforts to lunch
quickly and leam for the rext
Ieration

= Plan for contngencies and
FESCIVEe your errars

“Getting on the landscape
fast with some successes
built positive momentum.
Thers will be warts, so sat
reasonable expectations.
but it is a great way to let
people know you are on
the scene.”

—Karl Ribaga, Vice Prasident
Austin Eneray

Vol e Gt s
HelEhaEehcod ragm 12 ms g hames mere

Launch With a Short-Term Promotional Offer to
Jump-Start Participation

s st Gt Evot sl Al Erergy complat cormprehens s o i
gk st S - .

=

Eneray i ith ]
HERGY STAR® HIatiraclirts, expisiences and caitiaclor base bit st
et

st Enermy arel 5 com
ernergy eaaliations, nsect s, mprore:
rmanis, o loan orginetinn, while karming Figure 1. Best Offer Ever
vallabi lessors sore the way. Promotion Results

[ ——
ThA BN O oW, e Dot 1 200, e e 5, 0 s
AU S NN S IOt e 1 Lt I e O
e

e o Uit Ol | end D 3, 701
ety Cesier | and Decabar 2,

2018, with 3 ienifieant fnanie ncertice,

St Homa Farformance with

ENERGY STAR UpHa0es in she manths In
the past.partic carts ir Austi Sner's
Homa Frefonmares with ENEREEY STAR
program ceieta free snergy sl
i bt e to chonse setwean s rebete
or b itarest et firancingss o a
local creedt uion bo cormple th recorm-
et upiguacks "By signivg s dring
the premetien, partiipants eoul raceve
Soth the ebate and fivanciva for 3
cxrmiad v of approvimaily 52,560
et hoL<ennld. Even with the sizable
Incentie, Autin Ensigy eveaned §4.39 EReray,  EWGE, WoR
millon 0 (0zrs using $70CA00 of ts esaluions Upaiates  issisd
Battar Buiings 5326 frdig o pay for

et ard rarkalng e lauren e pramatian

aht seris, vt
e

April 201 Version 2

eatcerbus dlres ey gaeirsinhborhiecs
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Financing and Incentives

Spotlight on Michigan:
Experiment to Find the Right
Mix of Incentives

!

Key T Vs i
———————————————— ichigan designed 27 neighborhood "swotps” acress the state. These targeted outroach
= Weight incentives to reward ied and

deep energy i L e

aver general program Sommioiies.

participation in order to e oo o partciparts

maximize energy savings recesving a di i called

per home
» Recognize that

the program’s “base packepe.” Program staff quickly reaized that to achieve deeper
anangy savings. o 75% par homa, they

dltional

characteristics are important
determinants of customer
ion, sometimes

measures, Using tis informat;

A8 of June 201 haif of the 27

50 than incentive levels

w Ensure that the program
is flexible enough to adapt
its features based on

1o experiment with program desian to understand the beststrtegies fo each commu-
ity Al 27 Swoeps will b Complated by summer 2013, at which ime thera wil be more.
fessons 10 gheanfrom the progrorm' experiencas.

Create Multidimensional Incentives to Address

feedback and results Customers’ Varying Needs
during { n thal
partCigants:
= Base Package: This frt steq
energy assessment, direct in
swosp. The cost of the base

ot o s Bater Bl Mekinbetiosd

are entouraged to undertal
savings, including insulatior
Thoso incentives are most ¢

i
g
Buildings

Michigan:
Experiment to

Find the Right Mix

of Incentives

Spotlight on Portland, Oregon:
Making the Program Work for

bimiorsnes moce soxcevshd anc o e ore
fromhis Spatsoht senes. vit

Fowised July 2002

Portland, Oregon:
Making the
Program Work for

theisize and structre vari e
s Contractors
‘Saves.” which provides stand
at 7% interest for up 16 10 ye
Tabila ) shows the comkination o |  Clean
e Key Takeaways % s
contractors, quality track resuls, From
= Salicit ongoing feedback from the outset, activoly
piiosi sl contractors and participants : row
e | and use information (o Quide s o1 My 2012, CEWO had 50 hame perfrmance contracting fins it network
PR — ol , and rocenved
» Encourage formal contractor  aagmonty, t e g
networks that are able to marketing
represent contractors’ needs
» Design contractor incentives P31 thellid
that align with program goals ks 4 Sriciat
w Reward high-performing ":’N":;'
contractors and support 5

new professionals with skills
training and mentoring

The Better Buiiogs Heighbortood Program
13 015, Enargy Deg artment prograem tnat

Ensure Contractors Take the High Road

the cost bar

ket
his mission i way that squitably employed 3 diverse
set of contracters, including minoriy-owned, women-
‘wned and emerging smal bisiness contractors,

o bath ensure high-uality work and sproad this
ecanarmic oppartunity to workers from disadvantaged
communities, CEWO salectod top partorming homa
performance firms that follow best peactice auality
assurance protiests and mest Hioh Road Standards.!
The progrom aiso tacks resuls across a range of
metrics.

Contractors

Toteaenhow
e of them.
ez ocs ccessl e 0 et more
o s Spatight sase, st
batterbuikdings enoraygav/neighberhoods

www.betterbuildings.energy.gov/neighborhoods/case studies.html
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More Lessons Learned & Examples H:,Bu"dings

www.betterbuildings.energy.gov/neighborhoods/workshops july 2012.html  (SSEecn S,

EERE » Building Technologies Program » Better Buildings Neighborhood Program » Tools & Resources » Workshops E] Frintable Version n Share
Resource Directory Residential Energy Efficiency Solutions: From Innovation to Market

Case Studies Transformation Conference, July 2012

Webcasts From July 9-11. 2012, the U.S. Department of Energy brought together administrators and implementers of residential energy efficiency

programs to share program implementation solutions, strategies, and techniques. Conference participants included state and local
governments, utilities, non-governmental organizations, Better Buildings Meighborhood Program partners, Home Performance with ENERGY
STAR® Sponsors, Home Energy Score Partners, and other stakeholders

Workshops

Grants Administration

Will Villota, Clean Energy Works Oregon Jonathan Doochin, U.S. Green Data

VALUE PROPOSITION What You’re Thinking... Yum!

MESSAGE H IERARC HY Reﬁning Lessons Learned: How Our Mind Processes Incentives

iy A s b nocs Dan|e”e SaSS Byrnett, US. DOE The psychology of what's going on in your head....

2) Offer what people want and value (not necessarily oSl It and sonvehow find
energy efficiency)—and offer it when they want it yourself starved
¢ Take advantage of seasonal * ‘Well, | guess | should lock at the

opportunities to give T H E K l S : menu

homeowners what they need, CAN’'T WAIT TO : * That menu looks tasty, and | guess

With CEWO | know I'll feel the difference in my when they need it | have to eat at some point today!
home because: S K A I l

* CEWO rigorously selects certified No MORE ICE DAMS = That Cinnabon is going to hit the
contractors, specially trained in home energy " @ N n H E spot when | eat it
efficiency - _

* The free home energy assessment pinpoints ‘ S, R O O F = Mot pretty, but the short term gain
what needs to done 5o there’s no guesswork was 5000 very good!

* CEWO inspects the work to make sure it's o

been done right ' 3 I\ y THIS WINTER gl US Green Data

[ thought & new roof would solve my
ice dams. It Gdin', but westherization dd. "

et T —_— Contractors are your friends
(really!)

Neighbor to Neighbor
w d _ - .IIOI.!SUI.'I'!. : = Your program is delivering energy efficiency, but your customers are buying
i ! comfort, durability, value, cost savings, health, community pride, a sense of

3, Using Data- improving complete rates belonging, or a soluition to a problem They are the #1 source of referrals
See BBNP case study: Rutland County, VT — How Local Ties Lead to Local Wins, April 2011

Learning: significant drop-off if more than ~3 days before contractor
calls to schedule.

If you don’t work with them, they may

also be your #1 source of headaches

Actions: - e =
Contractors: must contact within 3 business days If they are trained and certified, with

Neighbor to Neighbor: ' strong building science background,

* Same day and in-field data entry they will help you achieve your goals
* Receipts with contractor name

* Automated reminder email upon entry of lead. A contractor pool is beneficial to you

* Weekly call nights focusing on customers lost by contractors, and to the contractor community~ even
* Outreach staff obsessively watches high quality leads if they complain!

Roger Smith, CT Neighbor to Neighbor Elizabeth Babcock, City/County of Denver
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Thank you

Danielle Sass Byrnett
U.S. Department of Energy
Better Buildings Neighborhood Program
betterbuildings@ee.doe.gov
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Sign-Up for the Better Buildings Neighborhood View:
www.betterbuildings.energy.gov/neighborhoods/contacts.html
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